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Understanding Brand vs 
Performance Marketing 

Executive Summary 

Understanding brand and performance marketing is only the 
first step. The real power comes from knowing exactly when 
and how to deploy each approach throughout your buyer’s 
journey. 
In this second article of our series, we'll explore the five 
stages of the modern B2B buying journey and reveal which 
marketing tactics work best at each stage. You'll learn why 
buyers don’t progress linearly, how to create integrated 
campaigns that guide prospects from awareness to 
advocacy, and see real examples from successful B2B tech 
companies. 

What You'll Learn: 
The five stages of the B2B buyer journey (and why the 
traditional funnel is dead) 
Which marketing approach dominates at each stage 
Specific tactics and content types for every stage 
How to identify which stage prospects are in 
Real-world examples of journey-mapped campaigns 
The role of AI and modern tools in buyer research 
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Introduction: The Myth of the Linear 
Funnel 
For decades, B2B marketers relied on the linear funnel model: 
Awareness → Interest → Consideration → Intent → Purchase. 
This model suggested that buyers moved smoothly through 
predictable stages, and marketing’s job was to push them 
along. 
The reality? That model is dead. 
Modern B2B buyers don’t follow a linear path. According to 
Gartner research, B2B buyers spend only 17% of their time 
meeting with potential suppliers, and when comparing 
multiple vendors, any single sales rep may get just 5-6% of the 
buyer’s time. The rest? Independent research, peer 
conversations, and internal deliberation. 

The New Reality of B2B Buying 

Today’s B2B tech buyers: 
• Loop back to earlier stages when new stakeholders join the 

buying committee 
• Jump ahead when urgent needs arise or budget becomes 

available 
• Research in parallel across multiple channels 

simultaneously 
• Consume 13+ pieces of content before making decisions 
• Use AI tools like ChatGPT, Perplexity, and Claude to research 

and summarize options 
• Spend months in consideration before suddenly 

accelerating to decision 
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This non-linear journey requires a more sophisticated 
approach to marketing—one that meets buyers wherever 
they are with the right message, at the right time, through 
the right channel. 

Why This Matters for Your Marketing Strategy 

If buyers don’t follow a predictable path, you need: 

1. Content and campaigns for every stage, not just 
top-of-funnel 

2. Multiple touchpoints that work together, not in 
isolation 

3. Both brand and performance tactics deployed 
strategically at each stage 

4. Attribution models that credit all influences, not just 
the last click 

5. Flexibility to engage prospects who jump stages or loop 
back 

Let’s explore each stage in detail and map the optimal 
brand and performance marketing strategies. 
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The Five Stages of the B2B 
Buyer Journey 

Overview of the Framework 

Stage Buyer 
Mindset 

Marketing 
Focus 

Primary 
Approach 

Awareness "We have a 
challenge" 

Education & 
thought 

leadership 

80% Brand, 
20% 

Performance 

Considerati 
on 

"What solutions 
exist?" 

Category 
education & 

credibility 

50% Brand, 
50% 

Performance 

Evaluation "Which vendor 
is best for us?" 

Differentiation 
& proof 

30% Brand, 70% 
Performance 

Decision "Let’s finalize 
and purchase" 

Validation & 
enablement 

20% Brand, 
80% 

Performance 

Advocacy / 
Retention 

"Is this 
delivering 

value?" 

Success & 
amplification 

70% Brand, 30% 
Performance 
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Stage 1: Awareness - Brand 
Marketing Dominates 

Buyer Mindset and Behaviors 

At the awareness stage, buyers recognize they have a 
challenge or opportunity but haven’t committed to solving it. 
They're conducting preliminary research to understand the 
landscape, often not even knowing what solutions exist. 

What buyers are doing: 

• Reading industry blogs and publications 
• Attending webinars and conferences 
• Searching for general problem-related topics 
• Discussing challenges with peers 
• Consuming thought leadership content 
• Following industry influencers on social media 

What buyers are NOT doing: 

• Comparing specific vendors 
• Requesting demos or pricing 
• Reading product spec sheets 
• Talking to sales representatives 
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Key Characteristics: 

• Timeline: 6-12 months before purchase 
• Buying committee: Not yet formed 
• Intent level: Low 
• Research mode: Exploratory and educational 

The Brand Marketing Opportunity 

Awareness is where brand marketing shines. Buyers aren’t 
ready for product pitches or aggressive conversion tactics. 
They're seeking education, insights, and trusted voices to 
help them understand their situation. 

Why brand dominates here (80/20 split): 

• Prospects don’t know you yet—brand builds familiarity 
• Educational content builds trust before sales 

conversations 
• Thought leadership establishes credibility and expertise 
• Being present early shapes how prospects think about 

solutions 
• Creates mental availability for when they enter active 

buying mode 
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Brand Marketing Tactics for Awareness 

1. Thought Leadership Content 
Create content that addresses industry trends, challenges, and 
opportunities without directly selling your product 

Examples: 
• "5 Forces Reshaping Enterprise IT Infrastructure in 2025" 
• "Why Traditional CRM Approaches Fail Remote Teams" 
• "The Hidden Costs of Manual Data Entry in Financial Services" 

Formats: 
• Blog posts (1,500-2,500 words) 
• LinkedIn articles from executives 
• Industry publication bylines 
• YouTube educational videos 
• Podcast appearances 

Why it works: Establishes your company as a knowledgeable 
resource. When prospects eventually need a solution, they 
remember who educated them. 

2. Original Research and Data 
Conduct and publish proprietary research that generates media 
coverage and industry discussion. 

Examples: 
• Annual industry survey reports 
• Benchmark studies ("State of [Industry] Report 2025") 
• Trend analysis with original data 
• Economic impact studies 
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Why it works: Data-driven insights get cited, shared, and 
remembered. Creates assets that drive awareness for months or 
years. 

Real Example: HubSpot’s "State of Marketing" report generates 
thousands of backlinks and media mentions annually, driving 
brand awareness and organic traffic. 

3. Problem-Focused SEO Content 
Optimize for keywords related to problems, not solutions. 

Target keywords: 
• "Why [problem happens]" 
• "How to fix [challenge]" 
• "[Industry] trends 2025" 
• "Best practices for [activity]" 

Content types: 
• Comprehensive guides 
• How-to articles 
• Trend analysis 
• Best practice frameworks 

Why it works: Captures organic traffic from early-stage 
research. Builds domain authority while educating prospects. 

4. Social Media Engagement 
Build community and participate in industry conversations 
authentically. 
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Tactics: 
• LinkedIn posts 3-5x weekly sharing insights 
• Twitter/X commentary on industry news 
• Reddit participation in relevant subreddits 
• LinkedIn/Facebook group engagement 
• Employee advocacy programs 

Why it works: Creates ongoing visibility and humanizes your brand. 
Builds relationships before any sales conversation. 

5. PR and Media Relations 
Generate earned media coverage that builds credibility. 

Tactics: 
• Press releases for significant company news 
• Pitches to journalists on industry trends 
• Executive commentary on current events 
• Award submissions 
• Speaking opportunities at conferences 

Why it works: Third-party validation carries more weight than 
self-promotion. Awareness through trusted publications. 

6. Events and Community Building 
Create or sponsor events that bring your target audience together. 

Examples: 
• User conferences (even before you have many users) 
• Virtual summits and webinars 
• Local meetups and networking events 
• Online communities (Slack, Discord) 
• Educational workshops 
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Why it works: Face-to-face or synchronous engagement creates 
stronger brand memories and relationships. 

Performance Marketing Tactics for Awareness 
(Supporting Role) 

While brand dominates awareness, strategic performance tactics 
can accelerate reach: 

1. Awareness-Stage Display Advertising 
Run brand-awareness campaigns with educational offers, not 
conversion-focused ads. 

Approach: 
• Broad targeting by industry/role 
• Creative emphasizing insights, not product 
• Calls-to-action for ungated content 
• Frequency capping to avoid fatigue 

Why it works: Extends reach beyond organic channels. Plants 
brand seeds with target audience. 

2. Social Media Ads Promoting Thought Leadership 
Boost your best educational content to relevant audiences. 

Tactics: 
• LinkedIn Sponsored Content for research reports 
• Twitter/X promoted posts for timely insights 
• YouTube ads for educational video content 
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Why it works: Puts your best brand content in front of target 
prospects who might not find it organically. 

3. Retargeting Website Visitors 
Show awareness-stage content to people who visited your site. 

Approach: 
• Serve educational content, not product demos 
• Build audience pool for future stages 
• Maintain presence without hard selling 

Why it works: Keeps your brand visible as prospects continue 
their research journey. 

Content Examples for Awareness Stage 

Blog Post Title: "Why Remote Teams Are Struggling with 
Knowledge Management (And What’s Changing)" 

Approach: 
• Explores the problem from multiple angles 
• Cites industry research and trends 
• Never mentions your specific product 
• Positions your company as understanding the challenge 

LinkedIn Post from CEO:  "Just talked to 20 CTOs this month. 
Every single one mentioned security fatigue. Here’s what’s behind 
this trend... [insights]" 
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Webinar Title:  "The Future of DevOps: What 2025’s Data Tells Us" 

Approach: 
• Panel discussion with industry experts 
• Data-driven insights 
• No product pitch 
• Recording becomes gated lead magnet for later stages 

Metrics to Track at Awareness Stage 

Primary Metrics: 
• Website traffic (organic, social, referral) 
• Content engagement (time on page, scroll depth) 
• Social media reach and impressions 
• Brand mention volume and share of voice 
• Backlinks and domain authority growth 
• Awareness survey metrics (quarterly) 

Secondary Metrics: 
• Content download volume (ungated) 
• Email list growth 
• Social media followers 
• Webinar registration and attendance 
• Organic keyword rankings for problem-focused terms 
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Real-World Example: Atlassian’s Developer Education 
Strategy 

Challenge: Build awareness among developers and IT teams in 
crowded collaboration software market. 

Approach: 
• Created extensive free educational resources (Atlassian 

University) 
• Published developer-focused content and tutorials 
• Sponsored and spoke at developer conferences 
• Built online communities around best practices 
• Zero product selling in awareness content 

Results: 
• Became top-of-mind for developer tools 
• Generated millions of organic visits monthly 
• Created warm audience for when needs arose 
• Lower CAC due to inbound interest 

Key Lesson: By focusing on education first, Atlassian built 
brand equity that made later-stage conversion much more 
efficient. 
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Stage 2: Consideration - 
Balanced Approach 

Buyer Mindset and Behaviors 

At consideration, buyers have defined their problem and are 
actively researching potential solution categories. They're 
educating themselves on approaches, not yet evaluating 
specific vendors. 

What buyers are doing: 

• Comparing solution categories and approaches 
• Downloading white papers and guides 
• Watching educational webinars 
• Reading case studies (but not vendor-specific) 
• Searching "[solution type] for [industry/use case]" 
• Building internal business cases 
• Involving more stakeholders 

What buyers are NOT doing: 

• Requesting product demos 
• Comparing specific vendor pricing 
• Talking seriously with sales 
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Key Characteristics: 

• Timeline: 3-6 months before purchase 
• Buying committee: Beginning to form 
• Intent level: Medium 
• Research mode: Solution-focused but not vendor-specific 

The Integration Opportunity 

Consideration requires true integration of brand and 
performance (50/50 split). Buyers are actively researching 
but still educating themselves. They want to understand 
best practices, see proof that solutions work, and learn what 
to look for in a vendor. 

Why balance is critical: 

• Brand content builds trust and shapes solution thinking 
• Performance tactics capture active research behavior 
• Together they create consideration and preference 

cmimmio.com mirva.saarijarvi@cmimmio.com 
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Brand Marketing Tactics for Consideration 

1. Category-Defining Content 
Create frameworks and terminology that shape how buyers think 
about solutions. 

Examples: 
• "The 4 Types of [Solution Category] and Which Is Right for You" 
• "[Your Approach] vs. Traditional [Old Approach]: A Complete 

Guide" 
• "10 Must-Have Features in a [Solution Type]" 

Why it works: If you define the category, you define the 
evaluation criteria—and your solution naturally scores well. 

Real Example: Salesforce defined "cloud CRM" vs. "on-premise 
software," making their solution the obvious future choice. 

2. Educational Webinar Series 
Host deep-dive educational sessions on solution selection. 

Topics: 
• "How to Evaluate [Solution Type]: A Buyer’s Guide" 
• "5 Mistakes Companies Make When Choosing [Solution]" 
• "Implementing [Solution Category]: Lessons from 100 

Companies" 

Format: 
• 45-60 minute sessions 
• Customer panels or expert guests 
• Q&A to address specific concerns 
• Minimal product pitch (last 5 minutes max) 
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Why it works: Positions you as the expert helping buyers make 
good decisions, regardless of vendor choice. 

3. Customer Success Stories 
Share how companies solved challenges, focusing on the 
approach more than your specific product. 

Approach: 
• Problem/Solution/Results format 
• Industry-specific or use-case-specific 
• Multiple formats: written, video, podcast 
• Emphasis on methodology and outcomes 

Why it works: Proof that solutions work builds confidence. 
Buyers imagine themselves in customer’s shoes. 

4. Industry Benchmark Reports 
Publish data showing how performance varies by approach or 
solution type. 

Examples: 
• "Average ROI by [Solution] Implementation Approach" 
• "[Industry] Technology Adoption Benchmarks 2025" 
• "How Top-Performing Companies Use [Solution Category]" 

Why it works: Data helps buyers justify decisions internally and 
understand what "good" looks like. 
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5. Solution Comparison Guides 
Create objective content comparing different approaches (not just 
your product vs. competitors). 

Examples: 
• "Build vs. Buy: When to Develop In-House vs. Purchase [Solution]" 
• "[Approach A] vs. [Approach B]: Pros and Cons for Different 

Scenarios" 

Why it works: Shows you understand trade-offs and care about fit, 
not just closing deals. Builds trust. 

Performance Marketing Tactics for Consideration 

1. Paid Search for Solution-Category Keywords 
Bid on searches indicating active solution research. 

Target keywords: 
• "[solution type] for [industry]" 
• "best [solution category]" 
• "how to choose [solution]" 
• "[solution] buyers guide" 

Landing Pages: 
• Comprehensive guides or resources 
• Light-touch forms (name, email, company only) 
• Clear value proposition for download 
• Follow-up nurture sequence ready 

Why it works: Captures active research behavior at moment of 
intent. 
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2. LinkedIn Advertising Targeting Job Roles 
Target specific personas at target accounts with relevant 
content. 

Approach: 
• Sponsored Content promoting guides and webinars 
• Audience segmentation by role and company size 
• A/B test creative emphasizing different benefits 
• Retarget engagers with next-stage content 

Why it works: Reaches decision-makers and influencers 
during active research phase. 

3. Content Syndication 
Distribute gated assets through B2B publisher networks. 

Content types: 
• White papers on solution selection 
• Buyer’s guides 
• ROI calculators 
• Webinar recordings 

Networks: 
• TechTarget, NetLine, Integrate, Madison Logic 

Why it works: Generates volume of consideration-stage 
leads from audiences already consuming relevant content. 
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4. Retargeting with Category Education 
Show ads to website visitors with deeper educational content. 

Tactics: 
• Display ads promoting webinars 
• Social ads offering guides or assessments 
• Sequential messaging that builds knowledge 
• Frequency control to avoid fatigue 

Why it works: Re-engages prospects who showed initial interest, 
moving them deeper into consideration. 

5. Gated Content with Lead Capture 
Offer high-value resources in exchange for contact information. 

Content types: 
• Comprehensive buyers guides (20+ pages) 
• ROI calculators and assessment tools 
• Implementation checklists 
• Comparison matrices 
• Email templates and frameworks 

Form strategy: 
• Progressive profiling (ask different questions over time) 
• Conditional fields based on company size/industry 
• Clear privacy policy and value statement 
• Immediate delivery of promised content 

Why it works: Identifies serious prospects while providing 
genuine value. Starts lead nurturing process. 
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Integration Example: How Brand and Performance Work 
Together 

Scenario: A prospect first encounters your brand through organic 
search. 

1. Brand Touchpoint: Finds your blog post "5 Signs You Need 
Marketing Automation" (awareness stage) 

2. Performance Touchpoint: Sees LinkedIn ad promoting "Complete 
Marketing Automation Buyer’s Guide" (consideration stage) 

3. Conversion: Downloads guide, enters nurture sequence 
4. Brand Touchpoint: Receives email series with customer stories 

and best practices 
5. Performance Touchpoint: Retargeting ad invites to live webinar 

"Choosing the Right Marketing Automation Platform" 
6. Progression: Attends webinar, moves to evaluation stage 

Each touchpoint reinforces the others. Brand created awareness and 
trust; performance captured interest and converted it to identified 
lead; integration moved prospect through stages. 

Content Examples for Consideration Stage 

Gated Guide Title: "The Complete Guide to Choosing Customer Data 
Platform Software in 2025" 

Contents: 
• Market overview and trends 
• Key capabilities to evaluate 
• Implementation considerations 
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• ROI calculation framework 
• Vendor evaluation checklist (not vendor-specific) 
• Case studies from 3 different industries 

Why it works: Comprehensive resource that educates while 
positioning your solution’s strengths as "must-haves." 

Webinar Title: "How 3 Companies Cut Customer Churn by 40% 
with Better Data Integration" 

Format: 
• Customer panel discussion 
• Each shares their approach and results 
• Q&A addressing specific challenges 
• Brief mention of your platform as enabler (last 5 minutes) 

Why it works: Social proof and peer learning. Attendees see 
themselves in customer examples. 
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Metrics to Track at Consideration Stage 

Primary Metrics: 
• Marketing Qualified Leads (MQLs) generated 
• Content download conversion rates (5-15% typical) 
• Webinar registration and attendance rates (40-60% show rate) 
• Email nurture engagement (open rates 20-30%, click rates 3-5%) 
• Average engagement score per lead 
• Lead-to-opportunity conversion rate (targeting 15-25%) 
• Time in consideration stage (tracking velocity) 

Secondary Metrics: 
• Landing page conversion rates by source 
• Content consumption patterns (which assets are consumed) 
• Lead scoring velocity (how quickly leads engage) 
• Social ad engagement rates 
• Search ad click-through and conversion rates 
• Content syndication lead quality (SQL rate) 

Integration Indicators: 
• Conversion rate: brand-exposed vs. cold traffic 
• Content path analysis (which journeys lead to MQLs) 
• Multi-touch influence (brand + performance together) 
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Real-World Example: Snowflake’s Technical Content 
Strategy 

Challenge: Break into the crowded data warehouse market 
dominated by legacy players like Oracle and Teradata. 

Integrated Approach: 

Brand Strategy (60%): 
• Published extensive technical documentation and architecture 

guides 
• Created "Data Cloud" category positioning (defining new 

category) 
• Thought leadership on cloud data architecture 
• Strong technical community engagement 
• Speaking at data engineering conferences 

Performance Strategy (40%): 
• Targeted data engineers at Fortune 500 companies with LinkedIn 

ABM 
• Paid search for "data warehouse modernization" and similar 

terms 
• Content syndication on technical sites 
• Free trials with guided onboarding 
• Conversion-optimized landing pages by use case 

Integration Tactics: 
• Deep technical content (brand) educated buyers during 

consideration 
• Performance campaigns captured those actively evaluating 

solutions 

cmimmio.com mirva.saarijarvi@cmimmio.com 

https://cmimmio.com
mailto:mirva.saarijarvi@cmimmio.com


• Free trials converted consideration to evaluation 
• Technical community members became advocates 
• Data from trials informed product and content strategy 

Results: 
• Became category leader in cloud data platforms 
• High consideration rates among enterprises evaluating data 

infrastructure 
• Strong technical community advocacy and word-of-mouth 
• IPO at $70B+ valuation (2020) 
• Continued dominance in modern data stack 

Key Lesson: Deep technical content (brand) combined with 
precise targeting (performance) educated buyers while capturing 
active research behavior. The free trial bridged consideration to 
evaluation seamlessly. 
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Stage 3: Evaluation - 
Performance Marketing 
Intensifies 

Buyer Mindset and Behaviors 

During evaluation, buyers are vetting specific vendors and 
comparing features, pricing, and fit. The buying committee is 
now fully formed, and they're creating requirements 
documents and evaluation scorecards. 

What buyers are doing: 

• Comparing 2-5 specific vendor products 
• Requesting demos and trials 
• Reading vendor comparison content 
• Checking reviews on G2, Capterra, TrustRadius 
• Talking to multiple sales representatives 
• Creating internal evaluation matrices 
• Seeking customer references 
• Reviewing security and compliance documentation 
• Building business cases for internal approval 
• Negotiating pricing and contracts 
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What buyers are NOT doing: 

• General education (they're past that) 
• Broad category research 
• Exploring if they have a problem 

Key Characteristics: 

• Timeline: 1-3 months before purchase 
• Buying committee: Fully formed (6-10 people average) 
• Intent level: Very high 
• Research mode: Vendor-specific comparison and validation 

The Performance Marketing Opportunity 

Evaluation is where performance marketing becomes 
dominant (70/30 split favoring performance). Buyers know 
what they want and are comparing vendors. However, brand 
equity built earlier now pays massive dividends—buyers are 
more likely to trust and engage with known brands. 

Why performance dominates here: 

• Buyers are ready for product-specific information 
• Conversion tactics are now appropriate and welcomed 
• Direct comparison content is actively sought 
• Demo requests and pricing discussions happen naturally 
• Sales-ready leads are the primary goal 
• ROI can be directly measured 
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Why brand still matters critically: 

• Trust and credibility influence final decisions (often the 
tiebreaker) 

• Brand perception affects perceived risk 
• Customer advocacy becomes critical social proof 
• Analyst rankings and reviews reflect brand strength 
• Sales cycle length impacted by brand familiarity 

Performance Marketing Tactics for Evaluation 

1. Paid Search for Branded and Competitor 
Comparison Keywords 
Dominate searches where buyers compare specific vendors. 

Target keywords: 
• ""[Your brand] vs [Competitor]" (high intent, expensive but 

worth it) 
• "best alternative to [Competitor]" 
• "[Your brand] pricing" 
• "[Your brand] demo" 
• "[Your brand] reviews" 
• "[solution category] comparison" 
• "top [solution category] vendors" 

Landing page strategy: 
• Create dedicated comparison pages for each major competitor 
• Include honest pros/cons (builds trust) 
• Make your differentiation crystal clear 
• Feature customer testimonials from switchers 
• Prominent demo/trial CTAs 
• Pricing transparency (if appropriate) 
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Why it works: Buyers are actively comparing. Being present with 
honest, helpful information wins trust and conversions. These 
keywords have high CPC but excellent conversion rates. 

Budget allocation tip: Bid aggressively on these terms. A $50 CPC 
that converts at 15% is better than a $10 CPC that converts at 2%. 

2. Retargeting Campaigns with Vendor-Specific 
Content 
Show ads to prospects who've engaged with your content, now with 
direct conversion messaging. 

Creative messaging: 
• "See [Product] in action - Book a demo today" 
• "Compare [Your Brand] vs. [Competitor] side-by-side" 
• "Read why 500+ companies chose us over [Competitor]" 
• "Start your free trial - No credit card required" 
• "[Customer Name] achieved [Result] with [Your Product]" 

Audience segmentation: 
• Website visitors who viewed pricing or demo pages (hot) 
• Content downloaders from consideration stage (warm) 
• Webinar attendees (engaged) 
• Email subscribers who opened multiple emails (interested) 
• Demo page visitors who didn’t convert (re-engage) 

Sequential messaging: Day 1-3: Educational ("See how it works") 
Day 4-7: Social proof ("Join 500+ companies") Day 8-14: Urgency 
("Limited spots for demos this week") 

Why it works: These are warm prospects who know your brand. 
Direct calls-to-action are now appropriate and expected. 
Retargeting keeps you top-of-mind during evaluation. 
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3. ABM Advertising to Buying Committee Members 
Use account-based marketing platforms to reach all 
decision-makers at target companies. 

Tactics: 
• Display ads across the web to employees at target accounts 
• LinkedIn ads to specific job titles at named accounts (CTO, VP 

Engineering, etc.) 
• Personalized messaging by role: 
◦ CFO sees ROI and cost savings 
◦ CTO sees architecture and scalability 
◦ End users see ease of use and productivity 

• Surge campaigns when buying signals detected (intent data) 
• Coordinate with sales team for account coverage 

Platforms: 6sense, Demandbase, Terminus, RollWorks 

Why it works: B2B decisions involve 6-10 people on average. 
Reaching just one contact isn’t enough. ABM ensures all 
influencers see your message, increasing consensus and reducing 
deal risk. 

Best practice: Layer ABM with sales outreach. When marketing 
surrounds an account with ads, sales calls become more effective. 

4. Demo Promotion and Conversion Optimization 
Make requesting a demo frictionless and prominent everywhere. 

Tactics: 
• Dedicated demo landing pages by use case/industry 
• Live chat with instant demo scheduling 
• Calendar integration (Calendly, Chili Piper) for easy booking 
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• Multiple CTAs on every page (not just one at bottom) 
• Exit-intent popups offering demo for departing visitors 
• Phone numbers for prospects who prefer calling 
• Video demos for self-serve evaluation 
• Interactive product tours (Navattic, Walnut) 

Optimization focus: 
• A/B test demo form fields (fewer fields = higher conversion, 

typically) 
• Test CTA language: "Book demo" vs. "See it in action" vs. 

"Schedule tour" 
• Test instant vs. scheduled demos 
• Mobile optimization (increasing B2B mobile usage) 
• Social proof near forms (customer logos, testimonials) 

Follow-up: 
• Instant confirmation email with calendar invite 
• Preparation email 24 hours before (what to expect, what to bring) 
• SDR follow-up within 2 hours of request 
• Automated reminders before demo 

Why it works: Evaluation-stage prospects want to see the 
product. Every point of friction costs you conversions. Make it 
absurdly easy to book a demo. 

5. Free Trial or POC (Proof-of-Concept) Campaigns 
For suitable products, offer hands-on experience to reduce risk. 

Approaches: 
• Self-service free trial: 14-30 days typical, credit card 

optional 
• Guided proof-of-concept: Dedicated support, custom setup 
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• Sandbox environment: Pre-loaded with sample data 
• Guided proof-of-concept: Dedicated support, custom 

setup 

Promotion channels: 
• Dedicated landing pages optimized for trial signup 
• Paid search ads promoting free trial 
• Email campaigns to MQLs and SQLs 
• Retargeting ads: "Try before you buy" 
• Sales team offers during evaluation calls 
• Comparison pages feature trial CTA 

Trial optimization: 
• Reduce signup friction (social login, minimal fields) 
• Immediate access (no approval needed) 
• Onboarding sequence to drive activation 
• In-app prompts for key features 
• Success milestones and celebrations 
• Proactive support for trial users 
• Clear path to paid conversion 

Why it works: Try-before-buy dramatically reduces perceived 
risk. Product experience often closes deals better than any 
sales pitch. Prospects who use the product understand its 
value viscerally. 

Metric to watch: Trial-to-paid conversion rate (15-25% is good 
for B2B SaaS) 
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6. Customer Reference and Case Study Programs 
Match prospects with similar customers for validation calls. 

Implementation: 
• Maintain database of reference-willing customers 
• Segment by: industry, use case, company size, region 
• Facilitate reference calls or site visits 
• Provide discussion guides for both parties 
• Incentivize customer participation (discounts, swag, 

recognition) 
• Track reference call to close rate 
• Thank customers meaningfully 

Best practices: 
• Match as closely as possible (same industry, similar 

challenges) 
• Prepare customer with talking points 
• Brief prospect on what to ask 
• Keep calls to 30 minutes 
• Follow up with both parties 
• Use for key deals only (don’t exhaust references) 

Why it works: Peer validation is the most trusted source in 
B2B. Hearing from someone who faced similar challenges and 
succeeded with your solution dramatically reduces perceived 
risk. Reference calls often become the tipping point in close 
deals. 

Data point: Prospects who complete a reference call close at 
2-3x higher rates, 
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Brand Marketing Tactics for Evaluation (Critical 
Support Role) 

While performance dominates evaluation, brand activities provide 
essential support: 

1. Customer Testimonials and Video Stories 
Authentic customer voices build trust and reduce perceived risk. 

Formats: 
• Written testimonials on website and product pages 
• Video case studies (2-4 minutes, professionally produced) 
• Customer quote graphics for social media 
• "Day in the life" stories showing product in use 
• Before/after transformation stories 
• ROI-focused success stories with specific numbers 

Distribution: 
• Feature prominently on relevant product/solution pages 
• Share organically on social media 
• Include in email nurture sequences 
• Use in sales presentations and proposals 
• Promote through paid social (video performs well) 
• Add to demo follow-up emails 

Production tips: 
• Keep videos short and focused 
• Lead with the problem/challenge 
• Show the human side (real people, real results) 
• Include specific metrics and outcomes 
• End with strong endorsement 
• Get permission for logo and name usage 
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Why it works: Real customers sharing real results creates 
emotional connection and concrete proof. Prospects see 
themselves in customer stories and envision similar success. 

2. Awards and Analyst Recognition 
Third-party validation influences buyer confidence significantly. 

Important recognitions for B2B tech: 
• Gartner Magic Quadrant placement (Leaders, Challengers, 

Visionaries, Niche) 
• Forrester Wave rankings 
• G2 category leadership badges (Leader, High Performer, Best 

ROI) 
• IDC MarketScape positioning 
• Industry-specific awards (Best DevOps Tool, Top CRM, etc.) 
• "Best Place to Work" recognition (signals company health) 
• Customer satisfaction awards 

Promotion strategy: 
• Website visitors who viewed pricing or demo pages (hot) 
• Content downloaders from consideration stage (warm) 
• Webinar attendees (engaged) 
• Email subscribers who opened multiple emails (interested) 
• Demo page visitors who didn’t convert (re-engage) 

Why it works: Analyst reports and awards provide third-party 
credibility that reduces perceived risk of choosing your solution. 
Many enterprise buyers won’t consider vendors not in 
Gartner/Forrester reports. 

Investment tip: Analyst relations (AR) programs typically cost 
$50K-$200K+ annually but can be deal-makers for enterprise sales. 
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3. Executive Engagement and Accessibility 
Make senior leadership accessible during evaluation to signal 
partnership commitment. 

Tactics: 
• CEO/founder blog posts and LinkedIn presence 
• Executive briefings for enterprise prospects (virtual or in-person) 
• CTO technical deep-dives and architecture reviews 
• Executive reference calls for major deals 
• Executive attendance at key prospect meetings 
• C-level networking at events and conferences 

When to deploy: 
• Enterprise deals ($100K+ ACV) 
• Strategic accounts 
• Market-making deals (early adopters, reference customers) 
• Competitive situations requiring differentiation 
• When prospect executives want peer discussions 

Why it works: Executive access signals company commitment, 
stability, and partnership potential. For large deals, C-level 
relationships often tip the balance. Prospects feel important and 
assured. 

4. Third-Party Review Platform Optimization 
Ensure strong presence and ratings on G2, Capterra, TrustRadius, 
etc. 

Critical actions: 
• Actively solicit reviews from happy customers (automate 

post-success) 
• Respond to ALL reviews (positive and negative) within 48 hours 
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• Keep profiles updated with current features, integrations, 
pricing 

• Monitor competitor reviews for insights and positioning 
opportunities 

• Claim awards and badges earned on platforms 
• Feature top reviews on your website and materials 
• Incentivize reviews (tactfully - no payment, but recognize 

contributors) 

Review platform priorities for B2B: 
1. G2 - Most important for tech buyers 
2. Capterra - SMB focus, high traffic 
3. TrustRadius - Enterprise focus, detailed reviews 
4. Gartner Peer Insights - Enterprise, IT decision-makers 
5. Software Advice - SMB, comparison shopping 

Target metrics: 
• 4.5+ star average rating 
• 50+ reviews minimum (100+ for credibility) 
• Recent reviews (within 3 months) 
• Balanced across different user roles 
• High "likelihood to recommend" scores 

Why it works: 92% of B2B buyers consult reviews before 
purchasing. Your rating directly impacts whether you make 
shortlists. Poor ratings or lack of reviews eliminate you from 
consideration. 

5. Competitive Positioning and Comparison Content 
Create honest, helpful comparisons that highlight your 
differentiation. 
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Content types: 
"[Your Brand] vs. [Competitor]" pages: Dedicated page for each 
major competitor 
Feature comparison matrices: Side-by-side detailed feature lists 
"Why customers switch to us" pages: Testimonials from 
customers who left competitors 
Alternative/replacement pages: "[Your Brand] - The best 
[Competitor] alternative" 
Use case comparisons: "Best for [use case]: [Your Brand] vs. 
[Competitor]" 

Approach for maximum trust: 
• Be honest about competitor strengths (builds credibility) 
• Clearly articulate your unique differentiation 
• Focus on specific use cases where you excel 
• Include customer quotes about why they chose you 
• Add prominent demo/trial CTAs 
• Keep content updated as products evolve 
• Avoid trash-talking (stay professional) 

SEO optimization: 
• These pages rank well for high-intent searches 
• Include competitor names in title tags and headers 
• Create unique content (don’t copy competitor comparisons) 
• Update regularly to maintain rankings 
• Build internal links from relevant content 

Why it works: Transparent, honest comparisons build trust with 
buyers. They appreciate companies that acknowledge trade-offs 
and help them make informed decisions. Prospects searching for 
comparisons have very high intent. 

Legal note: Be factually accurate, cite sources, avoid defamation. 
Have legal review comparison content. 
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Content Examples for Evaluation Stage 

Comparison Page Title: "[Your Brand] vs. Salesforce: Complete 
2025 Comparison for Mid-Market Companies" 

Structure: 
• Executive Summary (which is best for whom) 
• Overview of both platforms 
• Feature-by-feature comparison table 
• Pricing comparison (transparent) 
• Implementation and onboarding comparison 
• Integration ecosystem comparison 
• Support and customer success comparison 
• Ideal customer profiles for each 
• Customer testimonials from switchers 
• "See [Your Brand] in action" - Demo CTA 
• "Try free for 14 days" - Trial CTA 

Why it works: Comprehensive, honest comparison helps 
prospects make informed decisions. Being transparent about 
trade-offs actually increases trust and conversion. 

Demo Page Title: "See [Product] in Action - Book Your 
Personalized Demo" 

Elements: 
• Industry-specific demo options (Fintech, Healthcare, etc.) 
• Role-based demo tracks (CTO, Marketing, Sales) 
• Calendar integration for instant booking 
• "What to expect" section (duration, format, preparation) 
• Customer logos from same industry 
• Testimonials about demo quality 
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• Alternative: "Watch pre-recorded demo" for immediate 
gratification 

• Alternative: "Start free trial" option 
• FAQs about demos 
• Social proof: "500+ demos delivered this month" 

Why it works: Industry and role-specific options show relevance. 
Multiple conversion paths (live demo, recorded, trial) 
accommodate different preferences. Reducing friction maximizes 
conversion. 

https://cmimmio.com
mailto:mirva.saarijarvi@cmimmio.com


Metrics to Track at Evaluation Stage 

Primary Metrics: 
• Demo request conversion rate (visitors → demo requests): 

Target 3-8% 
• Demo show rate (scheduled → attended): Target 60-75% 
• Demo to opportunity conversion rate: Target 40-60% 
• Free trial sign-ups: Volume and activation rate 
• Trial to paid conversion rate: Target 15-25% 
• Sales Accepted Leads (SALs) from marketing: Quality measure 
• Opportunity creation rate: MQL → Opportunity 
• Average deal size by source: Evaluation content impact 
• Competitive win rate: Wins vs. losses by competitor 

Secondary Metrics: 
• Comparison page engagement (time on page, scroll depth) 
• Review site visit traffic from your domain 
• Reference call completion rate 
• Customer story/case study views 
• Sales cycle length from first touch: Compare brand-aware vs. 

cold 
• Buying committee engagement: % of committee reached 

Integration Indicators: 
• Conversion rate: prospects with brand touchpoints vs. none 
• Deal size: brand-engaged vs. cold prospects 
• Win rate: brand-familiar vs. unfamiliar accounts 
• Sales cycle length: brand-aware prospects close 20-30% 

faster 
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The Trust Factor at Evaluation 

At evaluation stage, all the brand equity you've built manifests 
as trust—often the deciding factor when capabilities are similar. 

Research findings: 
• 68% of B2B buyers prefer to research independently online 

(Forrester) 
• 60% prefer not to interact with sales reps as primary 

information source 
• Brand presence in third-party reviews, analyst reports, and 

peer recommendations becomes critical "social proof" 
• Trust reduces perceived risk, which is paramount in B2B where 

wrong decisions have career consequences 

How brand manifests at evaluation: 
• Strong organic search presence reassures buyers 
• Analyst recognition provides validation 
• Customer reviews and testimonials reduce risk 
• Content depth demonstrates expertise 
• Social media presence suggests market activity 
• Executive visibility signals stability 
• Community engagement shows customer satisfaction 

The equation: Capability × Trust = Selection 

Competitors may match capabilities, but trust differentiates. 
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Real-World Example: Gong’s Revenue Intelligence 
Category Creation and Evaluation Dominance 

Challenge: Create new "Revenue Intelligence" category and 
capture buyers evaluating conversation intelligence solutions. 

Integrated Approach: 

Brand Strategy (50%): 
• Defined "Revenue Intelligence" through extensive content 
• Thought leadership on sales effectiveness 
• Original research and data (Reality Gap reports) 
• Strong community through content and events 
• Customer success story focus 

Performance Strategy (50%): 
• Aggressive paid search for "Gong vs. Chorus" and alternatives 
• Demo promotion and conversion optimization 
• Product-led approach with compelling demos 
• Targeted LinkedIn campaigns to revenue leaders 
• Competitive comparison content 
• Free trial with guided onboarding 

Integration Tactics: 
• Category creation (brand) generated awareness of new solution 

type 
• When prospects searched "Gong vs. Chorus," strong SEO 

presence captured them 
• Brand-built credibility shortened demos and improved conversion 
• Performance data validated messaging and positioning 
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• Customer stories from brand fed performance campaigns 
• High-quality demos converted brand-warmed prospects 

efficiently 

Results: 
• Dominated "Gong vs. [Competitor]" searches organically and paid 
• 60%+ annual growth rate 
• High win rates due to brand-built credibility 
• Strong product-market fit validation through performance data 
• $7.25B valuation (2021 Series E) 
• Market leadership in conversation intelligence 

Key Lesson:  Category creation through brand marketing 
generated awareness, while conversion-optimized performance 
tactics captured evaluation-stage prospects efficiently. The brand 
equity made the performance conversion much more effective, 
prospects came to demos already believers in the category and 
familiar with Gong’s leadership. 
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Stage 4: Decision - 
Performance Marketing 
Closes the Deal 

Buyer Mindset and Behaviors 

The decision stage is the final sprint to purchase. Buyers 
have narrowed to 1-2 vendors and are finalizing their choice, 
negotiating contracts, and securing internal approvals. 

What buyers are doing: 

• Final vendor selection (down to 1-2 options) 
• Contract negotiation and legal review 
• Security and compliance review 
• Executive/board approval processes 
• Budget finalization and PO creation 
• Implementation planning 
• Checking final references 
• Reviewing service level agreements (SLAs) 
• Finalizing terms, pricing, and payment 
• Internal stakeholder alignment and consensus-building 
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Key Characteristics: 

• Timeline: 2-6 weeks before signature (can be faster or slower) 
• Buying committee: Focused on final decision, may add new 

stakeholders (legal, procurement) 
• Intent level: Extremely high 
• Research mode: Risk mitigation, validation, and final objection 

handling 

The Performance Marketing Focus 

Evaluation is where performance marketing becomes dominant 
(70/30 split favoring performance). Buyers know what they want 
and are comparing vendors. However, brand equity built earlier 
now pays massive dividends—buyers are more likely to trust and 
engage with known brands. 

Why performance dominates here: 

• Buyers are ready for product-specific information 
• Conversion tactics are now appropriate and welcomed 
• Direct comparison content is actively sought 
• Demo requests and pricing discussions happen naturally 
• Sales-ready leads are the primary goal 
• ROI can be directly measured 

Why brand remains important: 

• Trust and credibility provide final confidence 
• Company stability concerns must be addressed 
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• Executive relationships matter for large deals 
• Brand reputation reduces perceived risk of choosing you 
• Cultural fit considerations emerge 

Performance Marketing Tactics for Decision 

1. Remarketing to Decision-Stage Content 
Consumers 
Target prospects showing clear buying signals with final 
conversion pushes. 

Targeting criteria: 
• Pricing page visitors (multiple visits) 
• Demo attendees (especially multiple demos) 
• Multiple return visitors (5+ sessions) 
• Trial users approaching end of trial period 
• Proposal/quote recipients 
• Contract/terms page viewers 
• Implementation docs viewers 

Creative messaging: 
• "Ready to get started? Let’s talk implementation" 
• "Questions before you decide? Our team is here to help" 
• "Join 10,000+ companies already using [Product]" 
• "[Limited time offer if appropriate] - Special Q4 pricing 

available" 
• "Your team is ready - Let’s finalize today" 

Channels: 
• Display remarketing across the web 
• LinkedIn sponsored content to decision-makers 
• Facebook/Instagram retargeting 
• Email sequences (automated and sales-driven) 
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Frequency: 
• Increase frequency at decision stage (daily is okay) 
• Use sequential messaging over 1-2 weeks 
• Stop immediately after purchase (exclude converters) 

Why it works: These prospects are at the finish line. A light 
push—removing final friction, creating urgency, offering support 
—can tip the decision in your favor. 

2. Personalized Email Sequences Supporting Sales 
Automated but personalized emails that support the sales 
process. 

Sequences by scenario: 

Post-Demo Sequence: 
• Immediate: Thank you + recording + next steps 
• Day 1: Additional resources based on questions asked 
• Day 3: Case study from similar company 
• Day 5: ROI calculator or business case template 
• Day 7: Competitive comparison (if relevant) 
• Day 10: "Ready to move forward?" check-in 

Trial Activation Sequence: 
• Day 0: Welcome + getting started guide 
• Day 2: Tutorial video for key feature 
• Day 5: Check-in + support offer 
• Day 10: Success story from trial user 
• Day 14: "Trial ending soon" + conversion offer 
• Day 16: Final reminder + special offer 
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Proposal Follow-Up Sequence: 
• Immediate: Proposal sent + summary 
• Day 1: Implementation timeline 
• Day 3: Customer reference offer 
• Day 5: Executive briefing offer 
• Day 7: Contract questions + legal resources 
• Day 10: Closing urgency (end of quarter, etc.) 

Personalization elements: 
• Use case or industry-specific content 
• Reference specific conversation points from demos 
• From relevant team member (AE, solutions engineer, CSM) 
• Tailored to role (technical for engineers, ROI for CFOs) 

Why it works: Keeps deal momentum going between sales 
touchpoints. Provides value and removes objections 
proactively. Email content supports sales conversations and 
moves deals forward without requiring constant sales 
involvement. 

3. Sales Enablement Content That Closes Deals 
Marketing-created materials that sales uses in final stages. 

Critical assets: 

One-Pagers and Battle Cards: 
• Feature/capability summaries by use case 
• Competitive differentiation (why choose us) 
• ROI and value proposition 
• Common objections and responses 
• Security and compliance overview 
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Business Case and ROI Templates: 
• Customizable financial models 
• Industry-specific benchmarks 
• Cost-benefit analysis frameworks 
• Payback period calculators 
• Total cost of ownership (TCO) comparisons 

Technical Documentation: 
• Security and compliance certifications 
• Architecture diagrams and technical specs 
• Integration capabilities and API documentation 
• Implementation requirements and timelines 
• Data privacy and handling policies 

Contract and Legal Resources: 
• Standard terms and conditions 
• Service level agreements (SLAs) 
• Data processing agreements (DPAs) 
• Master service agreements (MSAs) 
• Order forms and quote templates 

Reference Materials: 
• Customer reference lists by industry/size 
• Case studies with specific ROI data 
• Testimonial sheets and quote libraries 
• Logo slides for presentations 
• Video testimonials 

Distribution: 
• Sales portal or CRM integration for easy access 
• Automatic delivery in email sequences 
• Deal rooms or mutual action plans 
• Sent by AEs at appropriate stages 
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Why it works: Answers specific questions and objections without 
requiring live meetings for every detail. Moves deals forward faster. 
Empowers buyers to sell internally to their organizations. 

Production tip: Involve sales in content creation. They know which 
objections come up and what closes deals. 

4. Customer Reference Matching and Facilitation 
Connect prospects with satisfied customers in very similar 
situations for final validation. 

Matching criteria: 
• Same industry or adjacent 
• Similar company size and structure 
• Comparable use case or challenge 
• Geographic proximity (if relevant) 
• Similar technical environment 

Process: 
• Identify 2-3 potential reference customers 
• Confirm customer availability and willingness 
• Brief customer on prospect’s situation 
• Provide discussion guide for structured conversation 
• Facilitate introduction (warm handoff from sales) 
• Schedule 30-minute call 
• Follow up with prospect after call 
• Thank customer meaningfully (gift, recognition, discount) 

Discussion guide for references: 
• Challenge they faced before your solution 
• Evaluation process and why they chose you 
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• Implementation experience 
• Results achieved (specific metrics) 
• Would they make same choice again? 
• Advice for prospect 

Tracking: 
• Reference call completion rate 
• Time from reference call to close 
• Win rate with vs. without references 
• Customer satisfaction with reference experience 

Why it works: Peer validation at decision stage provides the 
final confidence needed. Hearing from someone who faced 
identical challenges and succeeded dramatically reduces 
perceived risk. Often the single most influential factor in close 
deals. 

Data: Prospects who complete reference calls close at 70-80% 
rates vs. 20-30% without. 

5. Executive Briefing Programs for Major Deals 
Senior leadership engagement for strategic or large deals. 

Formats: 
• Virtual executive briefings (1 hour, structured agenda) 
• In-person executive dinners or meetings 
• Roadmap presentations (product future) 
• Strategic alignment discussions 
• Partnership and collaboration talks 
• C-level networking at conferences 
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When to deploy: 
• Enterprise deals ($250K+ ACV typically) 
• Strategic accounts (market makers, references) 
• Competitive situations requiring differentiation 
• When prospect executives request peer discussions 
• Multiple stakeholder buy-in needed 

Structure: 
• Discovery of prospect’s strategic goals 
• Alignment of your capabilities to goals 
• Roadmap sharing and future vision 
• Partnership discussion (beyond vendor relationship) 
• Q&A and open discussion 
• Clear next steps 

Why it works: Executive involvement demonstrates 
commitment and partnership potential. For large deals, C-level 
relationships provide confidence in long-term stability and 
strategic alignment. Shows you’re not just a vendor but a 
partner. 

6. Strategic Use of Limited-Time Offers or Urgency 
Careful use of urgency to encourage decision now vs. 
continued evaluation. 

Appropriate urgency tactics: 
• End-of-quarter pricing incentives (real, not fabricated) 
• Waived implementation fees for contracts signed by X date 
• Additional users or features included for early adopters 
• Extended trial periods for hot prospects 
• First-year discount or deferred payment terms 
• Priority onboarding slots (genuinely limited) 
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Cautions and best practices: 
• Don’t train buyers to always wait for deals (harms 

long-term pricing) 
• Use selectively for strategic accounts or genuine timing 

situations 
• Must be authentic (real deadlines, real constraints) 
• Explain why offer exists (our fiscal year end, capacity 

planning, etc.) 
• Maintain pricing integrity overall 
• Don’t pressure—enable decision-making 

Communication: 
• Transparent about reason for timing 
• Focus on value, not just discount 
• Emphasize partnership and success 
• Make it easy to act quickly (simplified contract, fast legal 

review) 

Why it works (when done right): Creates appropriate 
urgency to decide now rather than continuing indefinite 
evaluation. Addresses budget cycles and timing 
constraints that are real for buyers. Can tip close deals 
that are ready but procrastinating. 

When it backfires: Using fake urgency, constant 
discounting, or pressure tactics damages brand and trains 
buyers poorly. 
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Brand Marketing Tactics for Decision (Critical 
Support) 

1. Brand Trust and Credibility Manifesting 
All previous brand building manifests as buyer confidence at 
decision stage. 

How brand manifests: 
• Recognized company name reduces perceived risk 
• Thought leadership creates expert perception 
• Customer community suggests staying power and satisfaction 
• Media coverage implies market validation and momentum 
• Awards and recognition provide third-party credibility 
• Executive visibility signals stable leadership 
• Social media activity shows market engagement 

Why it matters: When capabilities are similar across final 
vendors, buyers choose the brand they trust. Brand equity 
becomes the tiebreaker. Strong brand makes the "safe choice" 
obvious. 

Measurement: Compare win rates and deal sizes for 
brand-aware vs. unknown prospects. 

2. Customer Advocacy and Reference Programs 
Systematic approach to creating and leveraging customer 
advocates. 

Program components: 
• Reference customer recruitment: Identify and cultivate willing 

advocates 
• Customer advisory boards: Strategic customers influencing 

direction 
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• User groups and communities: Peer networks and support 
• Case study participation: Documented success stories 
• Review site testimonials: G2, Capterra contributions 
• Speaking opportunities: Customers presenting at events 
• Video testimonials: Authentic customer voices 

Incentives (non-monetary): 
• Recognition and awards 
• Early access to new features 
• Executive access and networking 
• Conference sponsorships 
• Community leadership roles 
• Professional development opportunities 

Why it matters: Authentic customer voices close deals better than 
any sales pitch. Prospects trust peers infinitely more than vendors. 
Reference programs scale the most powerful sales tool. 

3. Security, Compliance, and Trust Certifications 
Documentation proving you’re trustworthy and compliant. 

Critical certifications for B2B: 
• SOC 2 Type II: Security, availability, processing integrity 
• ISO 27001: Information security management 
• GDPR compliance: European data privacy 
• HIPAA: Healthcare data security (if applicable) 
• PCI DSS: Payment card security (if applicable) 
• Industry-specific: FedRAMP (government), others 

Documentation needed: 
• Security white papers 
• Compliance certificates and audit reports 
• Data processing agreements 
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• Privacy policy and terms 
• Incident response procedures 
• Business continuity plans 
• Vendor risk assessment questionnaires 

Why it matters: Enterprise buyers absolutely require these. Missing 
key certifications eliminates you from consideration. Having them 
removes a major objection and accelerates legal/procurement 
approval. 

Investment: SOC 2 costs $15K-$50K initially, $10K-$30K annually. 
ISO 27001 similar. Essential for enterprise sales. 

4. Executive Accessibility and Partnership Signals 
Senior leadership availability for strategic discussions. 

Why it matters: Shows partnership commitment beyond vendor 
relationship. Important for enterprise deals, strategic accounts, and 
competitive situations. Signals company stability and long-term 
viability. 

5. Company Stability and Growth Signals 
Evidence of company health and longevity that reduces buyer risk. 

Important indicators: 
• Funding announcements: Recent raises signal runway and 

growth 
• Customer growth metrics: "10,000+ companies trust us" 
• Employee growth: Hiring indicates health and investment 
• Product development pace: Regular releases show momentum 
• Financial stability: Revenue growth (if public), profitability 
• Market recognition: Awards, rankings, media coverage 
• Customer retention: High NRR or renewal rates (if disclosed) 
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Communication: 
• Press releases for milestones 
• "About Us" page with company trajectory 
• Investor relations materials (if public) 
• Customer count and growth stats 
• Team page showing growth and expertise 

Why it matters: Buyers worry about vendor viability, especially for 
mission-critical systems. Will you be around in 5 years? Can you 
support us as we grow? Strong growth signals reduce this risk. 
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Content Examples for Decision Stage 

Email Subject: "Your [Product] Implementation Timeline - What 
to Expect" 

Email body: 

Hi [Name], 

As you finalize your decision, I wanted to share exactly what 
implementation looks like so there are no surprises. 

Week 1-2: Kickoff and Planning 
- Implementation team assigned 
- Requirements gathering 
- Timeline finalized 
- Success criteria defined 

Week 3-4: Configuration and Setup 
- System configuration 
- Data migration (if applicable) 
- Integration setup 
- Customization 

Week 5-6: Training and Launch 
- Admin training (2 sessions) 
- User training (3 sessions) 
- Pilot launch with select users 
- Support and optimization 

Week 7-8: Full Rollout 
- Company-wide launch 
- Ongoing support 
- Success check-ins 
- Optimization recommendations 

Average time to value: 45 days from contract signature 

Questions? I’m here to help: [calendar link] 

Ready to get started? Let’s finalize this week. 

Best, 
[Your Name] 
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Why it works: Addresses implementation concerns proactively. 
Makes the purchase feel manageable and well-supported. Reduces 
fear of the unknown. 

Sales One-Pager: "[Your Company] Security and Compliance 
Overview" 

Contents: 
• All certifications with dates (SOC 2, ISO 27001, etc.) 
• Data handling and storage practices 
• Infrastructure security measures (encryption, access controls) 
• Incident response procedures 
• Compliance support for customers 
• Third-party audits and validation 
• Contact for detailed security questionnaire 

Format:  Single page, scannable, professional design, 
up-to-date 

Why it works: Answers common objection in one shareable 
document. Provides everything procurement and legal need 
quickly. Demonstrates preparedness and professionalism. 

The Role of AI and Modern SEO at Decision Stage 

In 2025, many B2B tech buyers use AI tools during final 
evaluation and decision-making. 

How buyers use AI at decision stage: 
• "Compare [Vendor A] vs [Vendor B] for [specific use case]" 
• "What are common complaints about [Your Product]? 
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• "Summarize reviews of [Your Product] from G2" 
• "Create evaluation matrix for [solution category] with these 

vendors" 
• "What questions should I ask [Your Product] during a demo?" 
• "Analyze contract terms for [Your Product] vs [Competitor]" 

Marketing implications: 
• Your content presence in AI training data matters significantly 
• Comprehensive, authoritative content gets cited by AI models 
• Review site ratings heavily influence AI recommendations 
• Balanced, honest content builds AI model trust 
• Negative content (complaints, issues) surfaces quickly 

Action items for AI optimization: 
• Ensure complete, accurate information on all properties 
• Address common objections transparently in content 
• Maintain strong review site presence (4.5+ stars, recent reviews) 
• Create structured data for AI understanding (schema markup) 
• Monitor what AI models say about you (test monthly) 
• Have FAQ content that AI can easily parse and cite 
• Respond to negative reviews constructively 

Testing protocol: 
Monthly AI Model Check: 

Test in ChatGPT, Claude, Perplexity: 
1. "Compare [Your Brand] to [Top Competitor]" 
2. "What do users say about [Your Brand]?" 
3. "Pros and cons of [Your Brand]" 
4. "Is [Your Brand] worth the price?" 

Track: 
- Are you mentioned positively? 
- Is information accurate? 
- What sources are cited? 
- Are there gaps in AI knowledge? 

Adjust content strategy based on findings. 
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Metrics to Track at Decision Stage 

Primary Metrics: 
• Opportunity-to-close conversion rate (win rate): Target 25-35% 
• Average sales cycle length from MQL to close: Track and optimize 
• Average sales cycle from opportunity to close: Target 30-90 days 
• Deal size by marketing source: Attribution value 
• Contract value and terms: ACV, contract length 
• Customer acquisition cost (CAC) by channel: Full-funnel efficiency 
• Sales cycle comparison: Brand-engaged vs. cold prospects 
• Win rate by competitor: Competitive intelligence 

Secondary Metrics: 
• Reference call completion rate and impact on win rate 
• Executive briefing impact on close rate 
• Security/compliance content downloads at decision stage 
• Proposal/quote follow-through rate 
• Legal and procurement cycle time 
• Discount rate (if discounting, track depth) 
• Multi-stakeholder engagement (% of buying committee reached) 

Integration Indicators: 
• Win rate: Brand-aware vs. unknown prospects 
• Deal size: Brand-engaged prospects (often 20-40% larger) 
• Sales cycle: Brand-familiar (typically 15-30% shorter) 
• CAC: Brand touchpoints reduce by 15-25% 

Post-Close Tracking: 
• Time to value (days from close to first success) 
• Implementation success rate 
• Early adoption and activation 
• 30-60-90 day health scores 
• Expansion opportunity indicators 
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Real-World Example: Slack’s Bottom-Up Decision 
Enablement 

Challenge: Convert individual team adoption into company-wide 
enterprise contracts and deals. 

Integrated Approach: 

Brand Strategy (70%): 
• Built exceptional product experience that users genuinely loved 
• Created passionate user community and grassroots advocates 
• Focused on word-of-mouth and organic growth 
• Transparent, authentic communication and brand voice 
• Strong company culture and "Best Place to Work" recognition 

Performance Strategy (30%): 
• Freemium model made trying Slack frictionless 
• Targeted IT buyers and decision-makers when team usage 

expanded 
• Enterprise-focused campaigns for companies with high usage 
• Made enterprise buying process simple and clear 
• Transparent pricing and self-service upgrade paths 

Integration Tactics: 
• Product experience created organic brand advocacy 
• Users became internal champions driving top-down decisions 
• Performance campaigns targeted companies already using Slack 

at team level 
• Brand-built trust accelerated enterprise sales cycles 
• Community and user advocacy reduced traditional marketing 

spend 
• Viral features (invitations, shared channels) drove organic 

expansion 
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Results: 
• Bottom-up adoption leading to top-down enterprise 

decisions 
• Dramatically lower CAC through product-led growth ($0.40 

per user at IPO) 
• Rapid expansion within accounts (land-and-expand model) 
• $27.7B Salesforce acquisition (2021) 
• Became verb ("Let’s Slack about this") 
• Strong retention and Net Revenue Retention 

Key Lesson:  Exceptional brand experience and user advocacy 
created natural decision momentum. When users loved the 
product, they drove organizational decisions. Performance 
tactics efficiently converted organic interest into enterprise 
contracts. Decision stage became easier because brand and 
product had already won hearts and minds. 
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Stage 5: Advocacy and 
Retention - Brand 
Marketing Returns 

Buyer Mindset and Behaviors 

Post-purchase, the focus shifts from acquiring customers to 
ensuring success, driving expansion, and building advocacy. 
This stage is critical for B2B SaaS where recurring revenue 
and net revenue retention (NRR) drive valuations. 

What buyers are doing: 

• Onboarding and implementation 
• Learning product capabilities and features 
• Achieving initial value milestones 
• Expanding usage to more teams/users 
• Considering additional products or features 
• Evaluating satisfaction and ROI 
• Potentially becoming advocates or facing churn risk 
• Renewing contracts 
• Referring peers and colleagues 
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Key Characteristics: 

• Timeline: Ongoing, with critical first 90 days (highest churn 
risk) 

• Decision-makers: Expand to end users, champions, and 
success teams 

• Intent level: Varies (retention risk, expansion opportunity, 
advocacy potential) 

• Research mode: Feature discovery, optimization, "what else 
can we do?" 

The Brand Marketing Return 

Advocacy and retention are where brand marketing re-emerges 
as the primary focus (70/30 split). The goal is creating customers 
who become advocates, driving word-of-mouth growth and 
dramatically reducing acquisition costs for future customers. 

Why brand dominates here: 
• Customer experience IS brand experience (every interaction 

matters) 
• Community building drives retention and reduces churn 
• Advocacy is authentic brand amplification (can’t be bought) 
• Trust deepens through consistent relationship and delivery 
• Success stories become powerful brand marketing assets 
• Long-term relationship focus vs. transactional 

Why performance still matters: 
• Expansion and upsell opportunities (existing customers buy 

more) 
• Cross-sell campaigns for new products/features 
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• Renewal optimization and win-back campaigns 
• Re-engagement of at-risk or dormant customers 
• Targeted upgrade promotions 

Brand Marketing Tactics for Advocacy/Retention 

1. Customer Success Programs That Build Loyalty 
Systematic approach to ensuring customers achieve value and 
remain successful. 

Program components: 

Onboarding Excellence: 
• Structured 30-60-90 day onboarding plans 
• Dedicated customer success manager (CSM) or team 
• Implementation support and training 
• Quick wins and early value realization 
• Success milestones and celebrations 
• Proactive guidance and best practices 

Ongoing Success Management: 
• "Regular check-ins and business reviews (quarterly/annual) 
• Health score monitoring (usage, adoption, satisfaction) 
• Proactive outreach to at-risk accounts 
• Executive business reviews for key accounts 
• Renewal planning and discussions 
• Expansion opportunity identification 

Value Delivery: 
• Usage reports and insights 
• ROI tracking and documentation 
• Benchmark comparisons (vs. peers) 
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• Optimization recommendations 
• New feature education 
• Advanced training and certification 

Why it works: Successful customers renew, expand, and 
advocate. Customer success is the foundation of retention and 
the starting point for advocacy. Happy customers become your 
best salespeople. 

Metric: Every 10-point increase in customer health score 
correlates with 15-20% higher retention and expansion. 

2. Community Building and Customer Engagement 
Creating spaces where customers connect, learn, and help 
each other. 

Community formats: 

Online Communities: 
• Slack or Discord communities 
• Dedicated forums (Discourse, Circle) 
• LinkedIn groups 
• Facebook groups (for some audiences) 
• Product idea boards and feature voting 

Peer Learning: 
• User groups by region or industry 
• Virtual meetups and coffee chats 
• Peer roundtables and discussions 
• Beta testing programs and early access groups 
• Customer advisory boards (strategic customers) 

https://cmimmio.com
mailto:mirva.saarijarvi@cmimmio.com


cmimmio.com mirva.saarijarvi@cmimmio.com 

Educational Resources: 
• Knowledge base and help center 
• Video tutorials and webinars 
• Certification programs 
• Best practice guides 
• Template and resource libraries 

Recognition and Gamification: 
• Community contributor badges 
• Leaderboards and achievements 
• Spotlight features for power users 
• Customer awards programs 
• "Customer of the Month" features 

Why it works: Community creates powerful switching costs 
(relationships and reputation) plus provides peer support that 
scales beyond your CS team. Customers helping customers is 
incredibly powerful and authentic. 

Data: Community members have 25-40% higher retention 
rates and 2-3x higher expansion rates. 

Real Example: Salesforce’s Trailblazer Community with millions 
of members creates massive network effects, knowledge 
sharing, and brand loyalty. 

3. User Conferences and Events 
Annual or regular gatherings that build community, showcase 
product evolution, and strengthen relationships. 
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Event types: 

Large Annual Conferences: 
• Examples: Salesforce Dreamforce, HubSpot 

INBOUND, Atlassian Team Summit 
• Multi-day, thousands of attendees 
• Product announcements and roadmap 
• Customer presentations and success stories 
• Networking and relationships 
• Training and certification 

Regional Events: 
• City-based meetups and events 
• Industry-specific gatherings 
• Executive dinners and roundtables 
• Workshops and training sessions 

Virtual Events: 
• Online conferences and summits 
• Webinar series 
• Virtual training and certification 
• Live Q&As with product teams 

Value creation for customers: 
• Product roadmap previews and early insights 
• Deep-dive training and skill development 
• Networking with peers facing similar challenges 
• Direct access to executives and product teams 
• Recognition and awards 
• Inspiration and motivation 
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Why it works: Face-to-face (or virtual face-to-face) engagement 
deepens relationships dramatically. Participants leave excited, 
educated, and more committed. Events create memories and 
emotional connections beyond transactional relationships. 

ROI: Conference attendees renew at 90%+ rates vs. 70-80% for 
non-attendees. They also expand more and refer more. 

4. Customer Advisory Boards (CABs) 
Structured programs giving top customers influence on product 
direction and strategic decisions. 

Structure: 
• 10-20 strategic customers 
• Quarterly or semi-annual meetings (virtual or in-person) 
• Mix of strategic discussions and tactical product feedback 
• Product roadmap input and prioritization 
• Market trends and competitive landscape sharing 
• Exclusive access to executives and product leaders 
• NDA-protected discussions 

Selection criteria: 
• Strategic customers (size, industry, use case) 
• Successful and satisfied (not just vocal) 
• Diverse representation (industries, sizes, use cases) 
• Willing to contribute time and insights 
• Influential in their industry or community 

Benefits to customers: 
• Shape product direction 
• Early visibility to roadmap 
• Executive relationships 
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• Peer networking 
• Recognition and status 

Benefits to you: 
• Invaluable product feedback 
• Market intelligence 
• Customer retention (CAB members rarely churn) 
• Reference customers and advocates 
• Case study and testimonial pipeline 

Why it works: Makes customers deeply invested in your 
success. Creates two-way value exchange beyond 
software. Builds genuine partnerships. 

5. Case Study and Testimonial Programs 
Systematic capturing and promotion of customer success 
stories. 

Process: 

Identification: 
• Track customer success metrics and achievements 
• Identify customers with compelling stories 
• Look for diverse industries, use cases, company sizes 
• Prioritize customers willing to participate 

Creation: 
• Conduct structured interviews 
• Gather quantitative results (metrics, ROI) 
• Write compelling narrative (challenge, solution, results) 
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• Create multiple formats: 
◦ Written case study (PDF, web page) 
◦ Video testimonial (2-4 minutes) 
◦ Quote graphics for social media 
◦ Presentation slides 
◦ Blog post version 

Distribution: 
• Feature on website and in sales materials 
• Promote via social media 
• Include in email nurture campaigns 
• Sales team leverage in conversations 
• Use in advertising and paid campaigns 
• Submit to review sites and analyst firms 

Participation incentives: 
• Recognition and visibility 
• Co-marketing opportunities 
• Premium support or features 
• Conference speaking opportunities 
• Executive networking access 
• (Avoid direct payment - reduces authenticity) 

Why it works: Satisfied customers enjoy recognition. Success 
stories become your most powerful marketing assets usable 
across the entire buyer journey. One great case study can 
influence dozens of deals. 

Production tip: Make participation easy. Do the heavy lifting. 
Provide drafts for approval. Respect their time. 
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6. Referral and Advocacy Programs 
Formal programs encouraging and rewarding customer 
recommendations. 

Program types: 

Referral Programs: 
• Incentivized recommendations to peers 
• Typically credit or discount for referrer and referee 
• Tracked through unique referral links 
• Automated reward fulfillment 
• Leaderboards and recognition 

Review Incentives: 
• Request G2, Capterra, TrustRadius reviews 
• Offer small incentive (gift card, donation to charity) 
• Make it easy (send direct links, reminder emails) 
• Thank and recognize contributors 

Advocate Program: 
• Formalized community of super-users 
• Special benefits (early access, exclusive events, swag) 
• Opportunities to contribute (beta testing, speaking, content) 
• Recognition and status 
• Direct communication channel to company 

Advocate Program: 
• Formalized community of super-users 
• Special benefits (early access, exclusive events, swag) 
• Opportunities to contribute (beta testing, speaking, content) 
• Recognition and status 
Direct communication channel to company 
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Partner and Integration Marketplace: 
• Customer-built integrations and tools 
• Revenue sharing for partner ecosystem 
• Co-marketing opportunities 
• Marketplace visibility and promotion 

Social Advocacy: 
• Easy sharing of achievements and milestones 
• Social media templates and graphics 
• Employee advocacy programs 
• User-generated content campaigns 

Why it works (when done right): Word-of-mouth is the 
highest-converting, lowest-CAC channel. Happy customers 
sharing their success dramatically reduces your acquisition 
costs. Referrals close faster and have higher LTV. 

Data: Referred customers have 25-35% higher LTV, 15-25% faster 
sales cycles, and 20-30% lower CAC. 

7. Educational Certification Programs 
Training that makes customers experts in your product while 
deepening engagement and loyalty. 

Program elements: 

Certification Paths: 
• User certifications (basic to advanced) 
• Admin and technical certifications 
• Industry or use-case specific certifications 
• Partner and implementation certifications 
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Educational Content: 
• Video courses and tutorials 
• Hands-on labs and exercises 
• Quizzes and assessments 
• Practice environments 
• Documentation and guides 

Recognition: 
• Digital badges and certificates 
• Public certification directory 
• LinkedIn integration 
• Resume credentials 
• Community status and perks 

Examples: 
• HubSpot Academy (free certifications, millions completed) 
• Salesforce Trailhead (gamified learning) 
• Google Analytics certification 
• AWS certifications 

Why it works (when done right):  Certified users derive 
significantly more value from your product (know how to use it 
fully). Their skills become portable credentials tied to your 
platform. They become evangelists because expertise equals 
career value. Certification creates switching costs. 

Business Impact: Certified customers have 40-60% higher 
retention, 2-3x higher product adoption, and become internal 
champions driving expansion. 
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8. Customer Newsletter and Ongoing Content 
Regular communication keeping customers engaged, educated, 
and informed. 

Content types: 

Product Updates: 
• New features and enhancements 
• Upcoming releases and roadmap previews 
• Deprecations and important changes 
• Integration additions 
• Performance improvements 

Educational Content: 
• How-to articles and tutorials 
• Best practice tips and tricks 
• Advanced use case examples 
• Optimization recommendations 
• Industry trends and insights 

Community Highlights: 
• Customer success stories 
• Power user spotlights 
• Community contributions and content 
• Event recaps and recordings 
• User-generated templates and resources 

Company News: 
• Upcoming webinars and events 
• Beta testing invitations 
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• Survey and feedback requests 
• Community discussions 
• Training and certification opportunities 

Cadence: 
• Weekly or bi-weekly for active engagement 
• Monthly for less frequent but substantial 
• Event-triggered (new features, important updates) 

Why it works: Maintains ongoing relationship beyond support 
tickets and renewals. Drives feature adoption and deeper 
engagement. Keeps your product top-of-mind. Creates 
regular touchpoints that strengthen loyalty. 

Best practice: Segment by user role, industry, or product 
usage for relevant content. 
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Performance Marketing Tactics for Advocacy/Retention 
(Supporting Role) 

1. Email Campaigns for Cross-Sell and Upsell 
Targeted campaigns promoting additional products, features, or 
upgrades to existing customers. 

Trigger-based campaigns: 

Usage Milestones: 
• Customer hits certain usage threshold → Upsell to higher tier 
• Feature adoption complete → Cross-sell complementary product 
• Team size growing → Promote team features or enterprise upgrade 
• Success milestone achieved → Celebrate and suggest next step 

Behavioral Triggers: 
• Approaching plan limits → Upgrade prompt 
• Using workarounds → Suggest proper feature 
• Manual processes → Suggest automation feature 
• Integration activity → Promote related products 

Time-based: 
• Renewal approaching → Expansion discussion 
• Annual review period → Multi-year upgrade offer 
• New product launch → Introduction to existing customers 
• Seasonal opportunities → Industry-specific features 

Messaging approach: 
• Value-focused, not pushy or salesy 
• Based on actual usage and demonstrated needs 
• Success stories from similar customers 
• Clear ROI and benefit explanation 
• Easy upgrade paths (one-click when possible) 
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Why it matters: Expansion revenue is 5-10x more cost-effective 
than new customer acquisition. Existing customers already trust 
you, understand your product, and buy faster with shorter sales 
cycles. 

Metric: Target 20-30% of customers upgrading or expanding 
annually. 

2. Retargeting for Expansion Products 
Show targeted ads to current customers for complementary 
products or upgrades. 

Audience segments: 
• Customers using Product A → Target with Product B ads 
• Customers on Starter plan → Target with Premium features 
• Low-engagement customers → Re-activation campaigns 
• High-value accounts → Enterprise feature promotions 
• Customers using specific features → Relevant upsells 

Creative messaging: 
• "Already using [Feature A]? Try [Feature B] next" 
• "Customers like you also use [Complementary Product]" 
• "Unlock [Premium Feature] - 30% of [Your Company] customers 

have upgraded" 
• Success stories from customers who expanded 

Channels: 
• Display remarketing across web 
• LinkedIn ads to decision-makers at customer companies 
• Facebook/Instagram retargeting 
• In-app notifications and prompts 
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Why it works: Visual reminders of expansion possibilities. Reaches 
users and decision-makers beyond primary admin contact. Keeps 
expansion top-of-mind. 

3. Account-Based Marketing for Expansion 
Target additional buying committee members at existing customer 
companies for expansion opportunities. 

Use cases: 
• Department expansion (marketing team using → target sales 

team) 
• Enterprise-wide adoption from single-team start 
• Additional product lines or modules 
• Premium tier upgrades requiring new approvals 
• Multi-year contract renewals 

Tactics: 
• LinkedIn ads to specific roles at customer companies 
• Display advertising to customer company domains 
• Personalized direct mail for high-value accounts 
• Executive outreach and relationship building 
• Department-specific messaging and content 

Why it works: Expansion often requires reaching new stakeholders 
who weren’t involved in initial purchase. ABM enables precise 
targeting within existing accounts. 

cmimmio.com mirva.saarijarvi@cmimmio.com 

https://cmimmio.com
mailto:mirva.saarijarvi@cmimmio.com


cmimmio.com mirva.saarijarvi@cmimmio.com 

4. Event Promotion for User Conferences 
Drive attendance at user conferences and events to deepen 
engagement. 

Promotion channels: 
• Email campaigns with early-bird pricing 
• In-app notifications and banners 
• Social media advertising 
• Direct outreach from CSMs and sales 
• Customer newsletter features 
• Community announcements 

Messaging: 
• Exclusive content and announcements 
• Networking opportunities with peers 
• Training and certification availability 
• Executive access 
• Customer recognition and awards 
• Early-bird discounts and incentives 

Why it matters: Shows partnership commitment beyond vendor 
relationship. Important for enterprise deals, strategic accounts, and 
competitive situations. Signals company stability and long-term 
viability. 

Investment: Many companies subsidize customer conference 
attendance (free or low-cost tickets) because ROI is so high. 

5. Targeted Campaigns for New Product Launches to 
Existing Customers 
Announce and promote new capabilities to current customer base. 
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Launch approach: 
• Teaser campaign building anticipation 
• Early access or beta for select customers 
• Launch announcement with clear benefits 
• Educational webinars demonstrating new features 
• In-app prompts and tooltips 
• Email sequences with use cases and tutorials 

Segmentation: 
• Most relevant customers get priority access 
• Power users invited to beta test 
• At-risk customers offered new value 
• Expansion targets shown premium features 

Why it matters: Existing customers are fastest to adopt new 
features. New capabilities drive engagement, reduce churn, and 
create expansion opportunities. Launches create excitement and 
renewal. 
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Content Examples for Advocacy/Retention Stage 

Customer Success Email Series: "Your First 90 Days with 
[Product]" 

Structure: 

Week 1: Welcome and Quick Wins 
- Getting started checklist 
- First three things to do 
- Support resources 
- Community introduction 

Week 2: Core Features Walkthrough 
- Video tutorial: Key feature #1 
- Best practices guide 
- Common mistakes to avoid 
- Quick wins to celebrate 

Week 3: Advanced Capabilities 
- Power user tips 
- Integration opportunities 
- Automation possibilities 
- Template library 

Week 4: Optimization and Expansion 
- Usage report and insights 
- Recommendations based on activity 
- Additional features to explore 
- Team expansion guidance 
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Week 6: Peer Learning 
- Customer success story from similar company 
- Community spotlight 
- Upcoming training opportunities 
- Beta program invitation 

Week 8: Success Milestone 
- Achievement celebration 
- ROI tracking discussion 
- Future roadmap preview 
- Executive business review scheduling 

Week 12: Mastery Path 
- Advanced certification opportunity 
- Power user community access 
- Speaking/content opportunities 
- Advocacy program invitation 

Why it works: Guided journey to value realization. Reduces 
time-to-value and significantly lowers early churn risk 
(highest in first 90 days). Creates momentum and 
engagement patterns. 

Community Post Example (User-Generated): 

Title: "[Company Name]’s Journey to 50% Faster Sales 
Cycles with [Product]" 

Content: Written by customer champion, posted in 
community: 
• Challenge faced before your product 
• Implementation and adoption process 
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• Specific results achieved (with metrics) 
• Tips and lessons learned for others 
• Q&A in comments with other users 

Promoted by you: 
• Featured in newsletter 
• Shared across social media 
• Turned into formal case study 
• Customer invited to speak at conference 

Why it works: Peer-generated content is infinitely more 
credible than vendor content. Strengthens community 
bonds. Becomes powerful marketing asset usable 
throughout buyer journey. Customer gets recognition and 
platform. 
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Metrics to Track at Advocacy/Retention Stage 

Primary Metrics: 

Retention: 
• Net Promoter Score (NPS): Target 40+ (good), 50+ (excellent) 
• Customer Satisfaction (CSAT): Target 4.0+ on 5-point scale 
• Customer retention rate: Target 90%+ annually for SaaS 
• Logo retention vs. gross revenue retention (both matter) 
• Churn rate: Target <10% annually (ideally <5%) 
• Customer health score: Composite metric tracking usage, 

engagement, satisfaction 

Expansion: 
• Net Revenue Retention (NRR): Target 100%+ (critical for SaaS) 
◦ 100-110%: Good 
◦ 110-120%: Excellent 
◦ 120%+: World-class 

• Expansion revenue per customer: Average upsell/cross-sell 
• Upgrade rate: % of customers moving to higher tiers 
• Cross-sell rate: % buying additional products 
• Contract expansion rate: % increasing spend 

Value Realization: 
• Time to value: Days from signup to first success 
• Product adoption rate: % of features used 
• User activation rate: % of licenses actually using product 
• Engagement score: Frequency and depth of usage 
• ROI achieved: Customer-reported returns 

Advocacy: 
• Referral rate: % of customers referring others 
• Referred revenue: Pipeline and closed deals from referrals 
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• Review volume and ratings: G2, Capterra, etc. 
• Case study and testimonial participation rate 
• Community engagement: Active members, contributions 
• Social media mentions and sentiment 
• Customer Acquisition Cost for referred customers (typically 

50-70% lower) 

Key Insight: Every 5-point NPS increase correlates with 10-15% 
revenue growth through retention and advocacy effects. 
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The Compounding Effect: The Advocacy Flywheel 
This stage creates a powerful flywheel effect for integrated 
marketing: 

The Flywheel: 
1. Happy customers (driven by product + success + brand experience) ↓ 
2. Become case studies and testimonials (brand marketing assets) ↓ 
3. Attract better-fit, higher-quality buyers (performance marketing 

efficiency improves) ↓ 
4. Better-fit customers succeed faster (higher retention, faster value 

realization) ↓ 
5. Successful customers become advocates (word-of-mouth, referrals, 

reviews) ↓ 
6. Advocates drive referrals (lowest CAC, highest quality leads) ↓ 
7. Referred customers have higher LTV (trust transfer, better fit) ↓ 
8. Process repeats with compounding effects 

The Math of the Flywheel: 
Year 1: 100 customers, 10% refer → 10 referrals Year 2: 200 customers, 
15% refer → 30 referrals (advocacy program launched) Year 3: 350 
customers, 20% refer → 70 referrals (flywheel spinning) 

Advocacy Impact on CAC: 

• Typical CAC: $2,000 
• Referred customer CAC: $600 (70% lower) 
• With 20% of customers from referrals: Blended CAC drops to $1,720 
• Annual savings at 500 customers: $140,000 
• Plus: Referred customers have 25% higher LTV 

Real Data: Companies with strong advocacy programs reduce overall 
CAC by 15-25% over 24 months while simultaneously increasing win rates 
and deal sizes. 
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Real-World Example: Notion’s Community-Driven 
Growth 

Challenge: Compete in crowded productivity software market 
against Evernote, Microsoft OneNote, Google Docs. 

Integrated Approach: 

Brand Strategy (70%): 
• Built exceptional, beautiful product experience focused on user 

delight 
• Fostered passionate community creating templates, tutorials, 

and content 
• Empowered user-generated content and contributions 
• Strong aesthetic and brand identity (design-forward) 
• Authentic, humble communication style 
• Active engagement with community feedback 

Performance Strategy (30%): 
• Freemium model with generous free tier 
• Seamless upgrade paths (frictionless conversion) 
• Targeted team and enterprise upgrade campaigns 
• Strategic partnerships (e.g., educational institutions) 
• Word-of-mouth focus over paid acquisition 

Integration Tactics: 
• Exceptional product experience created organic advocates 
• Community-created templates became acquisition channel (SEO 

goldmine) 
• User tutorials and courses (YouTube, courses) drove discovery 
• Viral sharing and collaboration features encouraged expansion 
• Performance campaigns targeted warm, community-engaged 

prospects 
• Customer success drove advocacy which drove acquisition 
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Results: 
• Grew to 30M+ users with minimal traditional marketing spend 
• Community-created content became primary acquisition 

channel 
• User-generated templates library with massive SEO value 
• Strong retention through community lock-in effects and 

switching costs 
• $10B valuation (2021) 
• Exceptionally low CAC through community-driven growth 
• High NPS (60+) and passionate user base 

Key Lesson:  Exceptional product experience (brand) 
combined with community empowerment (brand) and smart, 
light-touch conversion tactics (performance) created a 
sustainable, capital-efficient growth engine. Advocacy stage 
became the primary driver of awareness and consideration 
stages, the ultimate flywheel. 
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The Non-Linear Reality: 
Why Buyers Loop Back 

Understanding the Messy Middle 

While we’ve described five sequential stages, the reality is far 
messier. Buyers don’t progress linearly through stages—they 
loop back, jump ahead, and revisit stages throughout their 
journey. 

Common Loop-Back Scenarios: 

1. New Stakeholder Joins the Buying Committee Your 
"evaluation stage" prospect suddenly brings in a new VP 
who’s never heard of you. You're back to 
awareness/consideration for that stakeholder. 

Solution: Content and messaging that works at all stages 
simultaneously. Ability to quickly educate new stakeholders. 

2. Requirements Change Mid-Journey Initial problem 
evolves or expands, sending buyers back to consideration of 
different solution categories or approaches. 

Solution: Flexibility in messaging and offerings. Consultative 
sales approach that adapts to changing needs. 
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3. Budget Gets Pulled or Delayed Decision-ready prospect 
loses budget approval and goes dormant for 3-6 months. 
When budget returns, they may restart evaluation. 

Solution: Nurture campaigns that maintain relationship 
during dormancy. Easy re-engagement paths when they 
return. 

4. New Competitor Enters Late Late-stage prospect 
discovers a new vendor they hadn’t considered, looping back 
to expanded evaluation. 

Solution: Strong differentiation and competitive positioning. 
Customer references that validate choice. 

5. Internal Politics or Organizational Changes Decision 
delayed due to reorganization, merger, leadership transition, 
strategic pivot, or internal politics. 

Solution: Executive relationships that transcend individual 
champions. Patience and long-term relationship focus. 

6. Pilot or POC Results Results from trial or 
proof-of-concept send buyers back to reconsider 
requirements or approach. 

Solution: Set clear success criteria upfront. Provide support 
during trials to ensure success. 

https://cmimmio.com
mailto:mirva.saarijarvi@cmimmio.com


cmimmio.com mirva.saarijarvi@cmimmio.com 

Marketing Implications of Non-Linear Journeys 

1. Omnichannel Presence Required You must be visible and 
valuable at all stages simultaneously because you don’t 
always know where prospects actually are in their journey. 
2. Flexible Content Strategy Maintain comprehensive 
content library spanning all stages. Prospects should be able 
to self-serve and jump between stages. 

AWARENESS STAGE: 
- Website visits < 3 
- Content downloads = 0 
- No demo request 
- Email engagement < 20% 

CONSIDERATION STAGE: 
- Website visits 3-10 
- Content downloads 1-3 
- Webinar attended OR email engagement > 30% 
- No demo request yet 

EVALUATION STAGE: 
- Website visits 10+ 
- Demo requested OR trial signup 
- Multiple stakeholders engaged 
- Pricing page visited 2+ times 

DECISION STAGE: 
- Opportunity created in CRM 
- Proposal sent 
- Multiple demos completed 
- Executive engagement 
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Part 8. Key Takeaways 

As we conclude Part  2, here are the essential insights to remember: 

1. The traditional linear funnel is dead. Modern B2B buyers move non-linearly 
through stages, looping back when stakeholders change, jumping ahead 
with urgent needs, and conducting 83% of research independently. 

2. Each stage requires different marketing approaches. Awareness needs 
brand-heavy education (80/20); consideration needs balanced integration 
(50/50); evaluation and decision need performance focus (70/30 and 
80/20); advocacy returns to brand dominance (70/30). 

3. Buyer behaviors signal their stage. Use engagement patterns, content 
consumption, and intent signals to identify where prospects are. Technology 
platforms can automate stage identification and appropriate responses. 

4. Integration is critical at every stage. Brand and performance marketing 
work together throughout the journey, with the balance shifting based on 
buyer readiness. Neither works optimally alone. 

5. Content must span all stages comprehensively. Maintain a complete 
content library because you can’t control when prospects enter your funnel 
or which stage they're in. Gaps leave opportunities for competitors. 

6. Advocacy creates a growth flywheel. Happy customers become case 
studies (brand assets) that attract better prospects (performance 
efficiency) who become happy customers—compounding your marketing 
effectiveness exponentially over time. 

7. Technology enables journey-based marketing. Marketing automation, 
intent data platforms, CDP, and analytics tools help identify stages and 
deliver appropriate content automatically at scale. 

8. Patience is required but results compound. B2B buyer journeys take 6-18 
months on average. Consistent presence and value delivery throughout the 
journey wins deals. Short-term thinking loses to patient, persistent 
execution. 

9. The buying committee complicates everything. With 6-10 decision-makers 
average, you must reach multiple people at different stages simultaneously. 
Account-based approaches help coordinate multi-stakeholder engagement. 

10. AI is changing buyer research fundamentally. In 2025, buyers use 
ChatGPT, Perplexity, Claude, and Google SGE throughout their journey. 
Strong content presence across the web and in AI training data influences 
how buyers discover and evaluate you. 
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Applying This to Your Organization 

Quick Action Framework 

Audit Your Journey Coverage: 
For each stage, honestly assess: 
• Do we have adequate, high-quality content? 
• Are we using the appropriate brand/performance mix? 
• Can prospects self-serve at this stage without sales involvement? 
•  Do we measure success at this stage specifically? 
•  Is our content competitive vs. alternatives buyers find? 

Common Gaps and Solutions: 

Awareness Gap: 
• Symptom: Low website traffic, unknown brand in target market 
• Solution: Invest in thought leadership content, SEO for category terms, organic social presence, PR and media relations, speaking 

engagements 

Consideration Gap: 
• Symptom: Traffic but low conversion to MQLs, high bounce rates 
• Solution: Create compelling gated content (guides, reports), run educational webinars, use content syndication, improve landing page 

conversion 

Evaluation Gap: 
• Symptom: MQLs not converting to opportunities, long sales cycles 
• Solution: Improve demo experience and follow-up, create detailed comparison content, optimize for bottom-funnel keywords, strengthen 

social proof 

Decision Gap: 
• Symptom: Opportunities stalling, long decision cycles, low win rates 
• Solution: Sales enablement content (ROI tools, security docs), executive engagement programs, customer references, remove friction 

from purchase process 

Advocacy Gap: 
• Symptom: High churn rates, low expansion revenue, no referrals 
• Solution: Customer success program, community building, formal advocacy and referral programs, systematic case study creation 

Prioritization Framework 

If you’re early-stage (Series A or earlier): 
1. Focus first: Evaluation and decision stages (generate revenue now) 
2. Invest 30%: Awareness and consideration (build future pipeline) 
3. Basic only: Retention programs to prevent early churn 
4. Rationale: You need revenue to survive; build comprehensively over time 

If you’re growth-stage (Series B-D): 
1. Balance all stages with strategic allocation 
2. Scale what’s working at each stage 
3. Build comprehensive journey coverage systematically 
4. Invest heavily in advocacy as customer base grows 
5. Rationale: Sustainable growth requires full-funnel excellence 

If you’re mature/enterprise (Series D+ or public): 
1. Strengthen advocacy programs dramatically (reduce CAC) 
2. Maintain strong presence at all stages 
3. Focus on expansion and retention (NRR optimization) 
4. Defend market position through brand leadership 
5. Rationale: Efficient growth from existing customers, brand moat building 
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What's Next in This Series 

In Part 3: Integration Strategies and Best Practices, we'll dive 
deep into: 

• How to build integrated campaigns that serve both brand and performance 
objectives simultaneously 

• Budget allocation frameworks by company stage, market position, and 
business objectives 

• Team structures that enable collaboration without creating silos 
• Technology stack requirements for seamless integration 
• Common pitfalls that derail integration efforts (and how to avoid them) 
• Real-world integration playbooks you can implement immediately 

In Part 4: Metrics, Attribution, and Measuring Success, you’ll 
learn: 

• Building an integrated marketing dashboard that shows the complete 
picture 

• Multi-touch attribution models for B2B (and which to choose) 
• Proving ROI for both brand investments and performance campaigns 
• How to track the customer journey across all touchpoints accurately 
• Using AI and modern tools for comprehensive measurement 
• Reporting frameworks for executives, boards, and teams 

In Part 5: Future Trends and Your 90-Day Action Plan, you’ll 
discover: 

• The seismic impact of AI search (ChatGPT, Perplexity, Google SGE) on B2B 
marketing 

• Privacy changes eliminating third-party cookies and how to adapt 
• Emerging channels and tactics dominating 2025-2026 
• Your complete, detailed 90-day implementation plan (week-by-week) 
• Final case studies from successful B2B tech companies 
• Complete resource library and templates to get started immediately 
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You got this! 

In case you’re still unsure 
whether you actually got this,  
what to do and need some 
help, no worries. 

Just contact C-Mimmi-O! 

C-Mimmi-O website 

C-Mimmi-O LinkedIn 

C-Mimmi-O Instagram 

C-Mimmi-O YouTube 

C-Mimmi-O Facebook 

C-Mimmi-O tumblr 

https://cmimmio.com/contact/
https://cmimmio.com/
https://www.tumblr.com/blog/c-mimmi-o
https://www.facebook.com/profile.php?id=61577715512639
https://www.youtube.com/@CMimmiO
https://www.instagram.com/cmimmio
https://www.linkedin.com/company/cmimmio/

